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7/86  p.  75. 

97  Using  Premiums  To  Sell  Travel 
Many  look  at  merchandise  and  travel 
incentives  as  a  choice.  It  needn’t  be  an 
either/or  proposition.  9/86  p.  127. 


INDUSTRY  ISSUES 

98  Bus  Companies  Shift  Gears  As 
higher  insurance  costs  unsettle  the 
motorcoach  industry,  planners  face 
rate  hikes  &  lose  clout.  10/86  p.  81. 

99  Greece  Battles  Unsafe  Image  One 
of  the  countries  in  Europe  most  affect¬ 
ed  by  terrorism.  5/86  p.  31. 

100  Insurance  With  rates  soaring  and 
some  types  of  coverage  not  available, 
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4/86  p.  42. 

101  Is  The  Hotel  Market  Really  Over¬ 
built?  The  hotel  industry’s  trauma 
could  be  a  windfall  for  meetings.  3/86 
p.  49. 

102  Liability:  Yours,  Mine,  Or  Ours? 
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103  Meetings  At  Risk?  Know  your  insur¬ 
ance  coverage  and  manage  your  ele¬ 
ments  of  risk.  4/86  p.  46. 

104  Safety  In  The  Sky  Even  airline  pi¬ 
lots  are  concerned  about  effectiveness 
of  ATC  and  levels  of  staff  training. 

12/86  p.  62. 

105  Show  Managers  Cope  With  Grow¬ 
ing  Pains  Are  there  enough  exhibi¬ 
tors  and  attendees  to  support  the 
growth  in  both  number  and  size  of 
trade  shows?  9/86  p.  44. 

106  SM  Readers  Respond  To  Terror¬ 
ism  Poll  reveals  European  meetings 
are  being  cancelled  for  tbe  time  being. 
6/86  p.  64. 

107  Tourism  In  Crisis  Terrorism  threat¬ 
ens  to  devastate  the  industry.  A  cross- 
section  of  experts  combat  this  situa¬ 
tion.  4/86  p.  220. 

108  Weathering  The  Trade  Show  In¬ 
surance  Crisis  11/86  p.  168. 


INTERNATIONAL  MEETINGS 

109  Air  Travel  To  Overseas  Destina¬ 
tions  International  airports  face  un¬ 
paralleled  growth  in  traffic,  yet  secu¬ 
rity  concerns  were  never  greater. 
10/86  p.  84. 

110  Boards  Lure  More  Meetings  Over¬ 
seas  Foreign  tourist  boards  look  to 
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3/86  p.  75. 

111  Coffee  Convention  Comes  Back 
For  A  Second  Cup  For  tbis  associa¬ 
tion,  a  tried  and  true  site  seems  to 
work.  8/86  p.  29. 

112  Coping  With  Death  At  A  Meeting 
Abroad  If  it  happens,  someone  has  to 
take  charge.  1/86  p.  58. 

113  Just  Another  Face  In  The  Crowd 
An  attendee  at  a  conference  rates 
elements  of  the  program’s  success. 
6/86  p.  46. 

114  Meetings  Take  To  The  High  Seas 
Many  corporations  and  associations 


have  taken  a  second  look  at  cruise 
ships.  10/86  p.  41. 

115  Prepare  For  Overseas  Medical 
Care  Don’t  leave  home  without  tak¬ 
ing  precautions  against  medical 
emergencies.  6/86  p.  108. 

116  Protect  Yourself  Against  Foreign 
Currency  Changes  Choose  one  of 
four  strategies  to  assure  yourself  of 
reasonable  exchange  rates.  1/86  p. 
149. 

117  Simultaneous  Interpretation  Some 
tips  for  making  the  best  use  of  inter¬ 
preters  and  interpreting  equipment. 
9/86  p.  197. 

118  Tourism  In  Crisis  Terrorism  threat¬ 
ens  to  devastate  the  industry.  A  cross- 
section  of  experts  combat  this  situa¬ 
tion.  4/86  p.  220. 
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gamble.  4/86  p.  35. 

120  America’s  Urban  Re-awakening 
More  metro  destinations  than  ever 
before  are  making  their  bids  for  meet¬ 
ings  business.  7/86  p.  43. 

121  Are  They  Two  Jobs  ...  Or  One? 
Meeting  planning  and  corporate  trav¬ 
el  management — should  one  execu¬ 
tive  control  both?  1/86  p.  33. 

122  Black  Planners  Find  Strength  In 
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123  Build  Meeting  Attendance  With 
Promotional  Aids:  Use  specialty  ads 
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124  Casebook  On  Cardiologists  A  mas¬ 
terful  meeting  program  helps  a  medi¬ 
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Helping  Man.”  12/86  p.  40. 

125  Centralized  Meetings  Depart¬ 
ments  Should  corporate  executives 
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7/86  p.  35. 
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127  Executive’s  Guide  To  Meeting 
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proper  etiquette  at  every  step  of  your 
meeting.  5/86  p.  41. 

128  From  An  Attendee’s  Point  of  View 
Ten  meeting  mistakes  and  how  to 
avoid  them.  7/86  p.  101. 

129  Gender  Dynamics  And  The  Busi¬ 
ness  Meeting  Men  and  women  are 
searching  for  new  roles  and  new  rules. 
1 1/86  p.  39. 

130  Get  The  Right  “Someone”  To  Plan 
Your  Meeting  An  experienced  plan¬ 
ner  offers  a  checklist.  10/86  p.  99. 

131  Hotel  Security  Checklist  12/86  p. 
83. 

132  Hoteliers  Have  Meetings,  Too! 
HSMAI  celebrates  “The  Turning 
Point.”  1/86  p.  202. 

133  Lessons  Learned  From  Near  Di¬ 
sasters  In  June,  “No  Problem  Is  The 
Problem.”  Now,  we  present  the  hotel’s 
side.  .  .  .”  8/86  p.  173. 


134  Measure  Your  Needs  Before  You 
Choose  A  Site  Start  off  in  the  right 
direction  by  answering  these  basic 
questions.  7/86  p.  105. 

135  Meetings  At  Risk?  Know  your  insur¬ 
ance  coverage  and  manage  your  ele¬ 
ments  of  risk.  4/86  p.  46. 

136  Networking:  Making  The  Best  Of 
Friends  Five  men  with  more  than 
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137  Planners  Praise  Convention  Ser¬ 
vice  Managers  SM's  ninth  annual 
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12/86  p.  23. 

138  Prepare  For  Overseas  Medical 
Care  Don’t  leave  home  without  tak¬ 
ing  precautions  against  medical 
emergencies.  6/86  p.  108. 
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do’s  and  don’t  in  a  handy  format.  3/86 

p.  128. 
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p.  28. 

141  Service  Factor  Often  elusive,  but 
always  vital,  good  service  can  make  or 
break  a  meeting.  12/86  p.  28. 

142  Signs  For  All  Meetings  Excerpts 
from  a  book  by  S.M.  Wolfson:  The 
Meeting  Planner's  Guide  To  Logistics 
&  arrangements.  8/86  p.  174. 

143  Vacations  Or  An  Education?  Eco¬ 
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144  What  Makes  Insurance  Confer¬ 
ence  Planners  Special?  They  plan 
more  meetings,  have  bigger  budgets, 
and  have  more  experience.  10/86  p. 
35. 

145  When  Planners  Team  Up  With 
Travel  Agents  Travel  agents  are 
learning  how  to  help  run  meetings. 
Make  the  most  of  your  valuable  new 
partner.  3/86  p.  123. 

146  When  Politics  Affect  Your  Desti¬ 
nation  Decision  A  lesson  from  the 
Philippines.  3/86  p.  45. 

147  Where  Does  A  Meeting  Producer 
Fit?  Share  your  planning  chores  with 
a  production  company,  following  this 
time  frame.  10/86  p.  102. 


NEGOTIATIONS 

148  Airline  Consolidation  Reshapes 
The  Market  Despite  predictions  of 
higher  fares  and  shortened  schedules, 
analysts  expect  planners  to  benefit. 
12/86  p.  58. 

149  Airlines  Create  Special  Touches 
For  Groups  When  you  negotiate, 
don’t  think  just  about  price.  6/86  p. 
106. 

150  Making  The  Best  Deal  For  Your 
Meeting  A  buyer’s  guide  on  how, 
when,  and  where.  1/86  p.  77. 

151  Meeting  Planner’s  Complete 
Guide  to  Negotiating  10/86  p.  106. 

152  Negotiate  Yourself  Into  A  Good 
Relationship!  Planners  and  suppli¬ 
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partnership,  not  a  win-or-lose  propo¬ 
sition.  5/86  p.  127. 
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153  Tools  Of  The  Trade  Helpful  new 
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5/86  p.  140; 
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155  From  An  Attendee’s  Point  Of  View 
Ten  meeting  mistakes  and  how  to 
avoid  them.  7/86  p.  101. 
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ture  Sales?  While  the  problem  is 
common,  changes  in  program  struc¬ 
ture  can  minimize  “borrowed”  sales. 
4/86  p.  79. 
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More  metro  destinations  than  ever 
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170  When  Politics  Affect  Your  Desti¬ 
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done  it  again.  6/86  p.  76. 

207  How  Free  Is  Duty  Free?  Looking  for 
bargains  at  the  airport?  It  all  depends 
on  where  you  shop.  10/86  p.  87. 

208  No  Slack  Packing  Simple  tips  for 
frequent  travelers.  10/86  p.  90. 
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242  GREAT  LAKES  REGION  12/86  p. 
101. 

243  HAWAII  3/86  p.  143. 

244  IRELAND  4/86  p.  92. 

245  KOREA  7/86  p.  90. 

246  MID-SOUTH  3/86  p.  159. 

247  MIDWEST  CONVENTION  CIT¬ 
IES  5/86  p.  143. 

248  MIDWEST  RESORTS  8/86  p.  189. 

249  MUNICH  7/86  p.  92. 

250  NASHVILLE  12/86  p.  115. 

251  NEVADA  11/86  p.  201. 

252  NEW  ENGLAND  11/86  p.  219. 

253  NEW  ORLEANS  10/86  p.  127. 

254  NEW  YORK  STATE  1/86  p.  183. 

255  NORTHERN  CALIFORNIA  4/86  p. 
195. 

256  OKLAHOMA  8/86  p.  203. 

257  PENNSYLVANIA  7/86  p  141. 

258  PHOENIX/SCOTTSDALE  MET¬ 
RO  AREA  11/86  p.  233. 

259  PUERTO  RICO  1/86  p.  137. 

260  QUEBEC  1/86  p.  133. 

261  ROCKY  MOUNTAINS  5/86  p.  155. 

262  SAN  DIEGO  3/86  p.  217. 

263  SEATTLE  9/86  p.  150. 

264  SINGAPORE  7/86  p.  153. 

265  SOUTHERN  CALIFORNIA  9/86  p. 
257. 

266  SPAIN  9/86  p.  143. 

267  ST.  KITTS  AND  NEVIS  1/86  p.  142. 

268  STRASBOURG  4/86  p.  100. 

269  TEXAS  6/86  p.  165. 

270  TUCSON  8/86  p.  215. 

271  VIRGINIA  5/86  p.  167.  l9l 


TO  ORDER  PHOTOCOPIES 
OF  ANY  ARTICLE 
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Reader’s  Service  Dept.,  Successful  Meetings 
633  Third  Ave.,  New  York,  NY  10017 

Please  send  photocopies  of  the  articles  whose  numbers  I  have  circled 
above.  Herewith  is  a  check  to  cover  the  cost  of  $3  per  article.  (Payment 
must  accompany  order.) 


(name  &  title) 


(eompany) 


(address) 


(city,  state,  zip) 


